Th e main aim of the article is identifi cation of the attitudes towards the processes of identifi cation and verifi cation of fake news in the environment of digital media. Th e subject of the research refers to the users' attitudes towards fake news. As indicated by the research, the attitudes towards fake news are not unambiguous. About 2/3 of the respondents claim that they are not able to distinguish fake news from true information; only every twelft h respondent declares that they know tools for verifi cation of information, although the research survey has been carried out among students of media management, journalism and marketing -students who deal with information in social media.
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Tom 7(3)2019 create, segregate and distribute media content, contributing to formation of the modern post-media environment. 1 A part of information conveyed in social media is fake news that is namely: distorted signals not correlated with the truth, which may mislead their recipients. Such information comes as an element of info-environment defi ned by the term of posttruth. 2 Th e Authors of the defi nition emphasize relations taking place between fake news and falsehood, propaganda and lies, however the emphasis is distributed unevenly. For example, Douglas writes about "deliberate publication of fi ctitious information, hoaxes, and propaganda". 3 Recognising the fact that the fake news term refers to a separate phenomenon, and its meaning stems from actual results of dissemination, it has been assumed -aft er Axel Gelfert -that it is reserved for the cases of purposeful design and presentation of (usually) false information or misleading statements. 4 Fake news may appear as images (when an image is presented as real events, places or stories which are untrue or inaccurate), fi lms (when presented facts, events, places or stories are untrue or inaccurate) and texts (when stories, citations or news are presented as facts, events or places which are untrue or inaccurate). Urgent news and pieces of information of very high propagation are the most diffi cult to be verifi ed. Fake news are disseminated by a complex media ecosystem of Internet websites, social media and bots. 5 Th e main sources of fake news, either human or bot, take advantage of the easy access and an easy way to establish social relations in social media.
In the cyberspace where social media become the main source of information, fake news introduce information noise which accompanies Internet users, who are lost in excessive information. Creation and distribution of fake news may be of institutional character (for example, as a part of a purposeful campaign) and of individual character. Participation in the process of disseminating fake news may be of intentional (including intentional participation in creation and distribution of fake news) or unintentional nature. In developed media systems, basic sources of information are social media and search engines which fi nd answers to the questions posed by users and provide such answers in accordance with the accepted and corrected programs that segregate and present media content.
Considering its topics, fake news refers to each fi eld of life, and it may bring about some signifi cant threats especially in the political, economic and social fi elds. Fake news
is an important factor in decision-making processes, it aff ects opinions about dominating beliefs. Its identifi cation and verifi cation has become one of the most significant challenges which modern broadcasters and recipients/users of media have to face.
Th e research on fake news is carried out in the following main fi elds:
• reliability of information in the context of high trust towards the Internet as the information environment, trust towards Google and other social platforms as sources of information, in comparison to traditional media; • identifi cation, tagging and elimination of fake news; • responsibility assumed by new media organisations for dissemination of fake news -the search engine of Google, Facebook and Twitter platforms; • creation and dissemination of fake news by social bots (which maintain contact with people). Reliability comes as a specifi c feature of information which makes it more trustworthy, allows us to verify it and to evaluate its accuracy, completeness and value better. Reliability of information does not however determine its quality, although it comes as its consequence. Th erefore, information can be reliable, however of low quality because of a shortfall of other quality attributes.
In the context of media, reliability is one of the most important factors of perceiving information, however it is diffi cult to fi nd explicit and undisputed reliability, because it depends on receivers' perception, their competences and critical attitudes and even on their level of cynicism. Hence, the evaluation of reliability remains subjective. Th e research on reliability of information refers to the reliability of sources, content of information and medium. 6 In the new media environment, where users formulate pieces of information and share them, the source of information is one of the most important criteria for the evaluation of information reliability. Th e relation between the reliability of information and its quality has been analysed in such a context. 7 In the research on the reliability of news, the infl uence exerted by the revision of information on its reliability is analysed along with the infl uence exerted by such elements as a user's name, a number of followers, a type of links which direct to reliable sources, a number of retweets. 8 Furthermore, the infl uence exerted by the quality of information and its usability on its reliability is also analysed. 9 So far, the research also emphasizes the signifi cance of the easiness that is needed to create an Internet news portal where fake news can be accessed, the convenience off ered by the environment of social media for sharing fake news (mainly considering its viral potential) and the infl uence exerted by the polarisation of public opinions on fake news diff usion. 10
Figh ng fake news
Traditional mass media organisations (press, radio, television) solve the problem of fake news with the use of good journalist practice: through verifi cation of presented information. In the post-media environment, however, the problem of fake news is related, fi rst of all, to operations done by search engines and to the organisation of so called social media which have already become the main source of information, especially for younger recipients. Such operations refer not only to human activities involving creation and distribution of fake news, but also to activities of bots which create and distribute fake news.
Organisations which administrate platforms, so called social media and search engines, which come as a signifi cant element of the modern media ecosystem of fake news, do not defi ne themselves as media organisations. Th ey defi ne themselves as technological organisations and reject any social obligations that media organisations are usually burdened with. Th e identifi ed mass increase in the presence of fake news on platforms and search engines in the years 2016-2017 suggests that a selfredefi nition of social roles performed by social media organisations and search engines should be considered along with the involvement into disclosure and elimination of fake news. Facing threats which result from mass occurrence of fake news, the platforms of the leading social media (e.g. Facebook, Twitter) and search engines (especially Google) turn to their users for help in elimination of fake news.
Fake news iden fi ca on and elimina on: Current state of knowledge Interdisciplinary research on fake news and factors contributing to their development, tagging and elimination has been carried out with particular intensity since 2016, following the crisis of trust towards information in the context of the political presidential elections in the USA and in France, and also in the context of the Ukrainian confl ict.
Creation and distribution of fake news for various purposes have already become common and easily noticeable in the course of technological advancement, ZARZĄDZANIE MEDIAMI Tom 7(3)2019 and they follow a defi nition of the media environment as a media ecosystem of the post-truth, where facts have less infl uence on the development of public opinion than the reference to emotions and personal beliefs. Th is is an environment where the term "lie" used to refer to some news disappears, and it is replaced with some less negative terms, such as erroneous presentation, selective presentation, information based on facts.
Media users, organisations related to traditional media and new media organisations, especially social media and search engines, participate in the process of identifi cation, tagging and elimination of fake news. In the case of search engines, algorithmic solutions are applied. Research studies on the process of identifi cation, tagging and elimination of fake news refer to human participation in the process and the use of bots in it. Research studies which refer to human participation in the discussed process are scarce. Th e involvement of social media users into detection of fake news has been analysed with the use of a special application for users that protects Facebook users against malicious content. Research studies which refers to the effi ciency of fake news verifi cation in the cyberspace by people indicate a generally approached, potential role of traditional media, such as press, in that process. 11 Th e potential of combining the automatic verifi cation of fake news on Twitter with a possibility to report fake news by users has been analysed in the above-mentioned context. 12 In research studies which are focused on the possibilities of fake news identifi cation, the analysis referring to the operation of bots in social media takes an important place. Th e research is mainly focused on the effi ciency of algorithmic identifi cation, tagging and elimination of fake news. Furthermore, the research indicates the development of more and more sophisticated forms of social bots which emulate human behaviour in the Internet and consequently, they are diffi cult to detect and to eliminate. Th e tradition of research studies on algorithmic verifi cation and operation of bots in propagation of fake news is very short. Th e current studies in this fi led indicate that, considering fi nancial motivation of fake news creators, bots are rarely used in diff usion of false information. Th ey are more frequently used in order to win political support. 13 Research studies have been also concentrated on the demand for an automated system of fake news detection in the Internet. 14 identifi cation and verifi cation of fake news with the use of a speech classifi er for Twitter was developed in 2015. 15 Research studies which refer to verifi cation of fake news on Facebook have been focused on the possibilities of tagging (for example by adding fl ags to fake news). Such fake news fl ags could inform Facebook users that a particular piece of information might be untrue, and it should be verifi ed with diff erent sources. Research studies which refer to the participation of bots in verifi cation of fake news have been focused mainly on Twitter which is also identifi ed as information medium. 16 Th e analysis has been concentrated on the reliability of bots, which -as creators and distributors of information on Twitter -are in some circumstances treated by users as a reliable source of information. In such a context, the operation of information bots has been analysed in various stages of media content creation: supervision, data analysis and article writing. 17 Relations between users and patterns of their behaviour are analysed in order to detect bots which distribute fake news. In this fi eld, research studies refer to machine learning, the use of honeypots that is: traps which are aimed at the detection of unauthorized attempts of using the system or acquiring data. Th e possibilities of using likes on Facebook and simultaneous use of various algorithms have been also analysed. 18 In the research, it has been stated that a signifi cant problem comes with distinguishing truth from falsehood, considering the extent to which fake news are able to emulate real news and the extent to which the world is able to take us by surprise with some truly unbelievable news. An important factor is the imitation of true news portals (e.g. CNN politics) by portals serving fake news and the use of journalistic formats and templates applied to present information, which are familiar to recipients . 19 
Research gap
Interdisciplinary research on fake news and factors contributing to their development, tagging and elimination has been carried out with particular intensity since 2016, following the crisis of trust towards information in the context of the political presidential elections in the USA and in France, and also in the context of the Ukrainian confl ict. 20 Fake news have been analysed from the perspective of journalism, including citizen journalism and computer science.
Preliminary research indicates that there is a noticeable gap in expert literature which justifi es the advisability of the intended research tasks. So far, the research on fake news has been focused, fi rst of all, on its theoretical interpretation, identifi cation of fake news with the use of algorithms and the possibilities of elimination of fake news. Th e main focus is on the effi ciency of solutions which should contribute to the elimination of fake news, and to a lesser extent, on responsibility for the creation and distribution of fake news.
Th ere have not been any research studies on attitudes towards the acceptance of fake news in the post-media environment. Th e factors which refer to the participation of users in detection and elimination of fake news were very rare and not much research has been given to the ways of fake news for users. Studies on how to distinguish fake news from real information are also rare.
The research problem
While analysing and recognising the attitudes of media users it is possible to verify fake news. Resulting from the above assumption, the basic research problem is to provide answer to the following research question: What are the attitudes of media users towards fake news?
In the course of the research process, the following research questions have been formulated:
• Is the identifi cation and elimination of fake news a desired activity in the post-media environment and what factors aff ect it? • Is it possible to identify and eliminate fake news in the post-media environment? Th e research follows the tradition of Management Science which has been practiced as a discipline of economics and humanities, with its fundamental Weber assumptions of interdisciplinary and non-paradigm character, focused on human experience, improvement of life quality, with consideration of a broader, ethical, political and historical context. 21
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Results
In order to carry out the research on attitudes towards fake news, the quality research survey has been applied, in accordance with methodological recommendations. Th e research is focused on small groups of respondents, and it generally refers to the factors which are diffi cult to measure. Th e aim of the qualitative research is to explain and to understand motives of behaviour, to reach undisclosed motives of behaviour, to identify and to interpret beliefs and motivation. For the requirements of the research, a group of some students of full-time MA courses at two Polish universities has been selected. Th e students study at the majors in journalism, media management, advertisement management and marketing. As users of social media, they form an untypical group, whose members are well acquainted with the new media ecosystem, they understand the signifi cance of information given in media and the mechanisms of social impact exerted by information (information management).
Th e survey referring to verifi cation of fake news has been carried out among 221 students of at the Jagiellonian University in Krakow (133 students) and at the University of Gdansk (88 students) in May -June of 2018. A questionnaire was formulated for the needs of the research.
96% of the students declare that the Internet is the main source of information; 3% of them indicate television, 1% of them indicate press. Among the Internet users, 94% acquire their information from social media and 91% of the students declare that they are familiar with the problem of fake news. 84% of the respondents believe that fake news comes as a serious problem in social media, 6% of them think that fake news is not a social problem in that media environment. 78% of the respondents believe that fake news has a short-term impact, 16% of them believe that fake news has a long-term impact. Answering the question about the consequences of fake news, 91% of respondents indicate (it has been possible to select each answer) that fake news contributes to a decrease in trust towards the contents presented in social media, 82% of them mention an increase in disinformation, 81% of the respondents state that it contributes to social division and confl icts, 53% of them indicate spreading aggression and 49% of the respondents believe that it contributes to propagation of unethical methods for development of media contents. 76% of the respondents have personally experienced fake news in social media; 93% of people who have been exposed to fake news declare that they have actually believed in that fake news. 66% of the respondents admit that they have consciously and unconsciously contributed at least once to the dissemination of fake news taken from social media. 68% of the respondents admit that they cannot distinguish fake news from real information in social media (only 7% of them claim that they can do it). Only 12% of the respondents declare that they regularly verify information they receive, 47% of them do it occasionally, and 38% of the respondents do not verify information at all.
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Conclusion Th e Internet is the main source of information for the most students, and social media form the main channel for the access to the information. For the most students in the surveyed group, who are full-time MA students at the majors related with creation and distribution of information (journalism, media management, advertisement and marketing), fake news comes as an important social problem, however, they believe that -generally -it has short-term infl uence. Fake news contributes, fi rst of all, to a distortion in the picture of reality and to a decrease in trust towards the contents presented in social media.
Common awareness of the presence of fake news is not followed by equally common verifi cation of fake news. Even in the group consisted of students who use social media, who seem to be best prepared to function in the environment of posttruth and who -because of their majors -are well familiar with mechanisms and logic of social media, only every eighth person verifi es information. 38% of them do not verify information at all. Considering such circumstances, approximately 2/3 of the respondents admit that they are not able to distinguish fake news from true information.
Th e obtained results are not representative, and they make come as a starting point for further research, combining qualitative and quantitative methods. Considering the above-mentioned results, further research on the discussed problems should be focused on the attitude towards the "reliability" of information presented in social media, factors of fake news verifi cation and responsibility for creation and diff usion of fake news.
